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 Semarang is a city that has various tourist destinations. Based on data from 
Departement of Semarang’s Culture and Tourism, the number of tourist visits in 
Semarang continues to increase and this increase can affect the economy of 
Semarang. Semarang’s tourism sector is a leading sector in improving the regional 
economy. Therefore, Semarang’s government continues to make efforts to increase 
the number of tourist visits to Semarang.  
Marketing communication in the form of promotion is carried out by the 
Departement of Semarang’s Culture and Tourism as a step to introduce 
Semarang’s tourism and persuade tourists to visit Semarang so that the number of 
tourist in Semarang continues to increase every time. Departement of Semarang’s 
Culture and Tourism uses instagram as a promotional medium to influence the 
decision to visit tourists to Semarang. This research aims to determine the effect of 
instagram as a promotional medium for Departement of Semarang’s Culture and 
Tourism on the visiting decision of the tourist to Semarang. 
 This research used a quantitative approach where the respondents are the 
followers of @disbudparkotasemarang. There are some criterias for the 
respondents. First, the respodents has to follow @disbudparkotasemarang on 
instagram and the respondents has already been to Semarang. The research’s data 
comes from a questionnaire that distributed to 100 respondents. The data analysis 
method used simple linear regression analysis. To test the hypothesis, the 
researcher will use the T test. 
 The result shows a strong and positive correlation between variable X 
and variable Y. Based on the results of the T test, H0 is rejected and H1 is accepted. 
H1 accepted means that instagram as a promotion media for Departement of 
Semarang’s Culture and Tourism has a significant effect on visiting decision of the 
tourists to Semarang. The effect that is produced by variable X is 0.677 or 67.7%. 
 Based on the research results, the statement "You can easily access the 
information on @disbudparkotasemarang" has the highest influence on the visiting 
decision. So it can be concluded that the ease of access to information can influence 









Halaman Cover  ...................................................................................................... i 
HALAMAN PERSETUJUAN ................................................................................ ii 
HALAMAN PENGESAHAN ................................................................................ iii 
PERNYATAAN KEASLIAN SKRIPSI ................................................................ iv 
KATA PENGANTAR ............................................................................................ v 
ABSTRACT ............................................................................................................ vii 
DAFTAR ISI ........................................................................................................... v 
DAFTAR TABEL ................................................................................................ viii 
DAFTAR GAMBAR ............................................................................................. ix 
BAB I PENDAHULUAN ....................................................................................... 1 
1.1 Latar Belakang ............................................................................................. 1 
1.2 Rumusan Masalah ...................................................................................... 12 
1.3 Tujuan Penelitian ........................................................................................ 12 
1.4 Kegunaan Penelitian ................................................................................... 12 
1.5 Metode Penelitian ....................................................................................... 13 
1.6 Lokasi dan Tatakala Penelitian ................................................................... 14 
1.7 Sistematika Penulisan Laporan Akhir ........................................................ 15 
1.8 Penelitian Terdahulu .................................................................................. 16 
BAB II TINJAUAN PUSTAKA ........................................................................... 18 
2.1 Komunikasi Pemasaran .............................................................................. 18 
2.2 Promosi ...................................................................................................... 20 
2.3 Instagram Sebagai Media Promosi ............................................................ 23 
2.4 Keputusan Berkunjung Sebagai Perilaku Konsumen ................................. 26 
2.5 Kerangka Berfikir ....................................................................................... 29 
BAB III METODE PENELITIAN ........................................................................ 30 
3.1 Metode Dan Jenis Penelitian ...................................................................... 30 
3.2 Populasi ...................................................................................................... 30 
3.3 Teknik Sampling ........................................................................................ 31 
3.4 Sampel ........................................................................................................ 31 
3.5 Operasional Konsep ................................................................................... 32 
 vi 
3.6 Indikator Variabel ...................................................................................... 34 
3.7 Hipotesis Riset ........................................................................................... 35 
3.8 Teknik Pengumpulan Data ......................................................................... 35 
3.8.1 Kuesioner ................................................................................................... 35 
3.8.2 Wawancara ................................................................................................. 37 
3.9 Uji Validitas Dan Reliabilitas ..................................................................... 37 
3.9.1 Uji Validitas ............................................................................................... 37 
3.9.2 Uji Reliabilitas ........................................................................................... 38 
3.10 Teknik Analisis Data .................................................................................. 40 
3.10.1 Uji Normalitas ............................................................................................ 40 
3.10.2 Uji Koefisien Korelasi ................................................................................ 40 
3.10.3 Uji Analisis Regresi Linear Sederhana ....................................................... 41 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ...................................... 43 
4.1 Deskripsi Responden .................................................................................. 43 
4.2 Deskripsi Variabel ...................................................................................... 45 
4.2.1 Penjabaran Variabel X Instagram sebagai Media Promosi ........................ 45 
4.2.2 Penjabaran Variabel Y Keputusan Berkunjung .......................................... 49 
4.3 Hasil Analisis Data ..................................................................................... 51 
4.3.1 Uji Validitas dan Uji Reliabilitas ............................................................... 51 
4.3.1.1. Uji Validitas Instagram sebagai media promosi ............................................. 53 
4.3.1.2 Uji Reliabilitas Instagram sebagai media promosi .......................................... 53 
4.3.1.3. Uji Validitas Keputusan Berkunjung .............................................................. 54 
4.3.1.4 Uji Reliabilitas Keputusan Berkunjung ........................................................... 55 
4.3.2 Uji Normalitas Data ................................................................................... 56 
4.3.3 Uji Koefisien Korelasi ................................................................................ 58 
4.3.4 Uji Analisi Regresi Linear Sederhana ........................................................ 59 
4.3.5 Uji Hipotesis ............................................................................................... 60 
4.3.5.1 Uji T ........................................................................................................... 60 
4.3.5.2 Uji Koefisien Determinasi .......................................................................... 61 
4.4 Pembahasan ................................................................................................ 62 
4.4.1 Temuan pada Dimensi Keterbukaan .......................................................... 62 
4.4.2 Temuan pada Dimensi Partisipasi .............................................................. 63 
4.4.3 Temuan pada Dimensi Keterhubungan ...................................................... 64 
 vii 
4.4.4 Temuan pada Dimensi Percakapan ............................................................ 65 
4.4.5 Temuan pada Dimensi Pencarian Informasi ............................................... 66 
BAB V KESIMPULAN DAN SARAN ................................................................ 68 
5.1 Kesimpulan ................................................................................................ 68 
5.2 Saran ........................................................................................................... 69 
DAFTAR PUSTAKA ........................................................................................... 71 







































Tabel 1.1 Destinasi Wisata Semarang  .................................................................... 2 
Tabel 1.2 Jumlah Kunjungan Wisatawan dan PAD Kota Semarang  ..................... 3 
Tabel 1.6 Tatakala Penelitian  ............................................................................... 14 
Tabel 1.8 Penelitian Terdahulu  ............................................................................ 16 
Tabel 3.5 Operasional Konsep  ............................................................................. 33 
Tabel 3.8.1 Skor skala likert  ................................................................................ 36 
Tabel 3.9.2 Interpretasi Reliabilitas Data  ............................................................. 39 
Tabel 3.10.2 Kriteria Interpretasi Koefisian Korelasi  .......................................... 41 
Tabel 4.1.1 Data responden yang mengikuti akun Instagram 
@disbudparkotasemarang  .................................................................................... 43 
Tabel 4.1.2 Data responden yang pernah berkunjung ke Kota Semarang  ........... 44 
Tabel 4.1.3 Kota / Kabupaten Asal  ...................................................................... 44 
Tabel 4.2.1.1 hasil jawaban responden variabel X Instagram sebagai media 
promosi  ................................................................................................................. 45 
Tabel 4.2.2.1 hasil jawaban responden variabel keputusan berkunjung  .............. 49 
Tabel 4.3.1 Interpretasi Reliabilitas Data  ............................................................. 52 
Tabel 4.3.1.1 Validitas Instagram sebagai media promosi  .................................. 53 
Tabel 4.3.1.2 Reliabilitas Instagram sebagai media promosi  .............................. 54 
Tabel 4.3.1.3 Validitas keputusan berkunjung  ..................................................... 54 
Tabel 4.3.1.4 Reliabilitas keputusan berkunjung  ................................................. 55 
Tabel 4.3.2.1 Kolmogorov Smirnov Test ..............................................................  56 
Tabel 4.3.2.2 Normal P-P Plot of Regresion Standardized Residual  .................. 57 
Tabel 4.3.3 Tabel uji koefisien korelasi  ............................................................... 58 
Tabel 4.3.4 Hasil uji regresi linear sederhana  ...................................................... 59 
Tabel 4.3.5.1 Hasil uji T  ...................................................................................... 61 






Gambar 1.1 Penggunaan tagar pada Instagram Disbudpar Kota Semarang ........... 8 
Gambar 1.2 Disbudpar Kota Semarang dalam merespon komentar ....................... 9 
Gambar 1.3 Penggunaan fitur Instagram oleh Disbudpar Kota Semarang ........... 10 
Gambar 1.4 Tampilan Instagram Disbudpar Kota Semarang ............................... 10 
 
  
